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Abstract 
The purpose of this research is to examine the organizational commitment model based on a three component of 
organizational commitment (Meyer, Stanley, Herscovitch, & Topolnytsky, 2002). This research used 
multidimensional variables that affect organizational commitment in an integrated manner namely religiosity, 
internal marketing, organizational justice and job satisfaction. The method of data collection was done by using a 
survey through questionnaire. The number of samples of 200 people used non-probability sampling with a 
purposive sampling method. Description of respondents' assessments of constructs had a higher mean value than 
the standard deviation of 4 and 5, which means that the research construct was good and very good. The results of 
the SEM assumption tests were all normally distributed data with a critical ratio of ± 2.58. Measurement model 
test results using confirmatory factor analysis (CFA) were all valid indicators which confirmed latent 
variables. Validity used convergent validity with a loading factor ≥ 0.50. The reliability test resulted construct 
validity ≥ 0.70, while the results of the variance extracted above ≥0.50. The structural model modification test 
results can be seen from the goodness of fit that showed the value of good fit. Not all hypotheses were proven, 
internal marketing affected organizational justice, organizational justice influenced job satisfaction, job 
satisfaction was proven to affect organizational commitment and internal marketing was proven to influence 
organizational commitment mediated by organizational justice and job satisfaction. Overall, the results of this 
research indicated that organizational commitment was influenced by various factors, namely internal marketing, 
organizational justice and job satisfaction, while religiosity either directly or indirectly did not affect organizational 
commitment.  
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1. Introduction 
Organizational commitment has been subject to increasing discussion lately, organizational commitment has been 
examined in various disciplines ranging from organizational behavior, sociology, marketing and accounting. The 
term commitment is often used in daily communication, but commitment is not as simple as practical meaning. 
This concept has evolved from time to time since 1960 and shows a shift in the flow of thought that changes the 
way of view of commitment, definition, and measurement. In the organizational context, the premise underlying 
this concept does not change, organizational commitment is based on the premise that individuals form an 
attachment to the organization (Ketchand & Strawser, 1998). Employee commitment to the organization is 
described as a form of engagement, identification and individual involvement with the organization (Brooks, 2002). 
The higher the employee's commitment to the organization the lower the employee's desire to leave the 
organization (Loi, Hang-Yue, & Foley, 2006). Organizational practitioners and academics realize that 
organizational commitment is an important factor that determines organizational effectiveness, refer to 
organizational commitment as a psychological construct that connects organizational members with their 
organizations and has implications for individual decisions to remain or leave the organization (Meyer & Allen, 
1991)  
Several studies have identified factors that determine organizational commitment, including job 
satisfaction.  The relationship between organizational commitment and job satisfaction, the higher the job 
satisfaction the higher the employee's commitment to the organization (Laschinger & Finnegan, 2005). Job 
satisfaction is an antecedent that influences organizational commitment.(Testa, 2001). Extrinsic job satisfaction 
and intrinsic job satisfaction have a significant effect on organizational commitment (Veličković et al., 2014). 
There are two main components in job satisfaction, namely affective (emotional) and cognitive. Therefore, 
individual assessment related to job satisfaction is the extent to which work can cause positive emotional 
satisfaction or vice versa (Coomber & Louise Barriball, 2007). Job satisfaction is a pleasant or positive emotional 
state that results from the assessment of one's work or work experience (Locke, 1976). This definition looks at job 
satisfaction from an affective perspective linked to one's emotions. 
One of the factors that contribute to build job satisfaction and organizational commitment is organizational 
justice Organizational justice is important. Perceptions of organizational justice influence the opinions, feelings, 
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and behavior of employees towards the organization (Hawkins & Parks, 1998). The research  showed that the 
higher perception of organizational justice about promotion, performance appraisal and remuneration influences 
organizational commitment (Yiğitol & Balaban, 2018). Perception of organizational injustice brings undesired 
results by the organization and results in job dissatisfaction, decreased performance, lack of trust in the 
organization, career obstruction, and negative emotions towards the organization. There are three dimensions of 
organizational justice, namely distributive justice, procedural justice, and interactional justice. Distributive justice 
refers to justice perceived by individuals from the organization. Received results are distributed based on equality, 
needs or contributions between individuals (Alsalem & Alhaini, 2007). Procedural justice refers to the individual's 
perception of the reasonableness of the rules and procedures governing the process (Nabatchi, Blomgren Bingham, 
& Good, 2007). Interactional justice is defined as the quality of managing interpersonal relationships according to 
procedures in force in organizations (Bies & Moag, 1986). 
Studies showing antecedents in organizational commitment such as organizational justice, job satisfaction 
and attitudes have been studied empirically, but few consider the antecedents from the aspect of religiosity, 
especially in the field of education. Religiosity is an interpersonal relationship between human and God, as well 
as patterns that govern human life to be more organized (Siswato, 2007). Religiosity is a system that has many 
dimensions and is manifested in various spheres of life, both visible and invisible to humans (Ancok & Suroso, 
1994). The initial study of the role of religion was carried out on his observation that there were controversial 
conditions in a person. one side is religious, but on the other hand it is contrary to his religion (Allport & Ross, 
1967). Their study put forward two approaches to religious orientation namely extrinsic religious orientation and 
intrinsic religious orientation. The fundamental differences of these two approaches lie in individuals seeing their 
religion. Despite the conceptual difficulties, these two approaches have generally accepted (Allport & Ross, 1967). 
Studies that examine the effect of religion on commitment shows that religion is important in shaping people's 
attitudes and behavior. Religion is an important cultural factor which is one of the most universal social institutions 
and has a significant influence on people's attitudes, values and behavior, both on the individual and social level 
(Mokhlis, 2009). Religion is an important value in cognitive structure that can influence individual behavior 
(Delener, 1994). 
In line with previous studies that examined various factors that influence organizational satisfaction and 
commitment, several other studies identified the importance of internal marketing in building organizational 
satisfaction and commitment. The study revealed that internal marketing has the aim of establishing and 
maintaining organizational commitment, commitment to the organization fostering service-oriented behavior in 
order to increase customer satisfaction and loyalty (Barnes, Fox, & Morris, 2004). Internal marketing  was firstly 
defined as: employees are internal customers and jobs are products (Berry, Hensel, & Burke, 1976). Employees 
are internal customers who will serve external customers. Thus, employees who have job satisfaction are important 
in order to satisfy external customers. There are quite a lot of internal marketing researches done, but relatively 
few have systematically examined the process of how it is implemented in organizational practices, especially in 
tertiary institutions which is mainly related to organizational commitment. The purpose of this study is to examine 
the model of organizational justice relationships, religiosity, internal marketing and job satisfaction with the 
organizational commitment of lecturers in private universities under the management of the Higher Education 
Service Institutions in Indonesia. 
 
2. Literature Review and Hypothesis Development 
2.1. Religiosity 
The terms spirituality and religiosity are often used interchangeably and have the same benefits (Brega & Coleman, 
1999). Distinguishes between spirituality and religiosity, religiosity classically includes belief systems and 
personal, family, and work-related commitments (Brandt, 1996). Spirituality is understood as a rather broader 
concept of individual development as a whole human being, in other words religiosity has an element of acting on 
one's belief system or religious tradition while spirituality is a dimension of personality including beliefs and 
values which include perceptions of one's life. Most empirical research on religiosity  found that religiosity offers 
beneficial effects for people from the point of view of psychology, health, business and management. Religiosity 
is a vital element of human experience (Stuckey, 2001) and provides a strong sense of personal identity 
(Pecchenino, 2009). 
Religiosity and spirituality have a positive relationship with life satisfaction, self-esteem, physical, mental 
health, and negatively associated with depression and suicide (Brega & Coleman, 1999). Research on the effect of 
religiosity on job satisfaction shows that religiosity leads to life satisfaction, work becomes a mode of satisfaction 
when they relate it to their religion, that work is worship (Farwa, Moazzam, & Nighat, 2015). It analyzed that 
religious values provide a mechanism for overcoming the adverse social impacts caused by dissatisfaction at 
work. It can be observed that religious people are more satisfied in all situations whether they are stressed or 
not. They are more hopeful in their lives that things will change, if they are stressed, they pray to God and try to 
find solutions to their problems. Employee religiosity acts as a buffer that reduces work stress by providing coping 
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mechanisms that ultimately results in job satisfaction. Empirical studies of the phenomenon of religiosity in 
American industry concluded that most organizations in America suffer from poverty of religiosity (Mitroff & 
Denton, 1999). 
One of the biggest challenges facing leaders today is the need to develop new business models that feature 
religiosity, leadership, employee welfare, sustainability, and social responsibility without compromising revenue 
growth, and other financial indicators, referred to as' tripple bottom line; people, planet, profit (Fry & Slocum, 
2008). The study found that religiosity can be a culture to improve organizational performance, as well as it was 
found that organizational culture based on religiosity is the most productive and can maximize productivity and 
satisfaction (Reder, 1982). Religiosity is a necessary driving force toward more meaningful work (Gotsis & Kortezi, 
2008). Religiosity contributes to making it better in building organizational commitment, job satisfaction and 
productivity in organizations (Ghozali, 2002). Based on the background of the theory, the hypothesis is formulated 
as follows: 
H1: Religiosity influences organizational justice. 
H2: Religiosity affects job satisfaction. 
H3: Religiosity influences organizational commitment. 
 
2.2. Internal marketing 
The concept of internal marketing has attracted the interest of researchers and marketing practitioners especially 
in service organizations over the past two decades. The concept of internal marketing emerged in the marketing 
literature in 1970 and was developed with the statement that external customers are satisfied. However,  the 
organization must satisfy employees first (Berry, 1981). An internal marketing study was done to improve service 
quality (Sasser & Arbeit, 1976). The study of internal marketing for external implementation of marketing 
programs was carried out (Piercy & Morgan, 1991). The internal marketing to motivate employees (Gronroos, 
1985). 
The concept of internal marketing has evolved from the initial concept of conceptualizing employee 
satisfaction / motivation by treating employees as customers and working as products. The implementation of 
internal marketing in a competitive situation can be used as one of the differentiations to achieve competitive 
advantage. Various literatures on the concept of internal marketing are widely discussed and conclusions can be 
drawn all focus on the coordination and motivation of internal employees who serve external customers in order 
to achieve a higher customer orientation (Yildiz & Kara, 2017). The study of internal marketing in organizations 
is related to job satisfaction and organizational commitment (Sihombing & Gustam, 2007). There is empirical 
evidence of the influence of internal marketing and organizational commitment with satisfaction as the mediator 
(Bansal, Mendelson, & Sharma, 2001). Internal marketing is the best approach to achieving organizational 
commitment (Caruana & Calleya, 1998). Internal marketing can increase job satisfaction and organizational 
commitment  (Collins & Payne, 1991; Rafiq & Ahmed, 2000; Tansuhaj, Randall, & McCullough, 1988). The 
research showed that internal marketing has a positive effect on organizational justice (Aykan & Sönmez, 
2014). Based on this background, the hypothesis is formulated as follows: 
H4: Internal marketing influences organizational justice 
H5: Internal marketing has an effect on job satisfaction. 
H6: Internal marketing influences organizational commitment. 
 
2.3. Organizational Justice 
Over the past 30 years, organizational justice has been extensively investigated in social psychology, especially in 
the organizational context by psychologists and management researchers. The concept of organizational justice is 
central to understand various human behaviors in organizational management (Hartman, Yrle, & Galle, 1999). The 
term organizational justice refers to employees' perceptions of fairness at work (Greenberg, 1987). This has been 
proven to be linked to several research results such as job satisfaction, work motivation, intention turnover  
(Colquitt, 2001). Organizational justice has proven to be a predictor of many behavioral research results. Therefore, 
managers try to maximize the work satisfaction of their employees. 
The research examined the impact of the organizational justice dimension on the job satisfaction of employees 
working in Iranian banks (Sepah banks) in the city of Ilam (Abasi, Mohammadipour, & Aidi, 2014). The sample 
consisted of 110 participants with 105 questionnaires. The results showed that three dimensions of organizational 
justice including distributive, procedural and interactional justice significantly affected overall employee job 
satisfaction. Of the three dimensions of distributive justice is the strongest predictor. It is also found that female 
employees are more satisfied with work than male employees. The research examined the effects of procedural 
and interactional justice on various work-related social exchange relationships. It was found that procedural justice 
was positively correlated with job satisfaction. The samples for this research were employees of various companies 
in the United States (Masterson, Lewis, Goldman, & Taylor, 2000). 
The perception of organizational justice as a predictor of job satisfaction and organizational commitment 
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(Bakhshi, Kumar, & Rani, 2009), distributive justice and procedural justice were found to be significantly related 
to organizational commitment. The research found that employees who felt treated fairly by the company tended 
to develop and maintain a communal relationship with the company. When employees feel that they are treated 
fairly by their company, they tend to have more commitment, trust, satisfaction, and mutual control than when 
they feel treated unfairly (Kim, Kim, & Kim, 2009). The study found that the higher level of employee perceptions 
of fairness that is the way used to determine results (procedural fairness) and fairness of the results received by 
employees (distributive justice) tended to increase employee job satisfaction, organizational commitment while 
reducing intentions turnover, organizational justice will shape job satisfaction and organizational commitment 
(Fatt, Khin, & Heng, 2010). Based on these thoughts and findings, the hypothesis is structured as follows: 
H7: Organizational justice influences organizational commitment. 
H8: Organizational justice influences job satisfaction.   
 
2.4. Job Satisfaction 
Previous research shows that organizational commitment is influenced by job satisfaction. The research found that 
the higher job satisfaction, the higher employee commitment to the organization (Laschinger & Finnegan, 
2005). The relationship between job satisfaction and service efforts towards organizational commitment shows job 
satisfaction is an antecedent of organizational commitment. Increasing job satisfaction becomes a driver in 
increasing organizational commitment (Testa, 2001). The study at health institutions found extrinsic job 
satisfaction and intrinsic job satisfaction significantly influence organizational commitment (Veličković et al., 
2014). In the service context especially in the fire department stated that job satisfaction significantly influences 
organizational commitment, intrinsic satisfaction and extrinsic satisfaction has a significant effect on 
organizational commitment. 
Research on job satisfaction, organizational commitment of teachers and principals shows that teachers are 
the main factor while the headmaster's leadership is the second factor influencing school success (Leithwood, 
Seashore, Anderson, & Wahlstrom, 2004). Teachers and principals who are satisfied at work will influence student 
satisfaction and organizational commitment (Fraser & Brock, 2013). The organizational satisfaction and 
commitment of teachers and principals influences school performance (Leithwood et al., 2004; Yousef, 
2017). Research on job satisfaction and organizational commitment in higher education was conducted, higher 
education has a unique social environment, managerial factors and physical environment factors that influence job 
satisfaction and organizational commitment, likewise the quality of learning, academic atmosphere, structural 
environment including the relationship between management and lecturers, employees and students significantly 
affects organizational satisfaction and commitment (Cohen, Holley, Wengel, & Katzman, 2012). Based on these 
thoughts the hypothesis is structured as follows: 
H9: Job satisfaction influences organizational commitment. 
  
2.5. Organizational commitment 
The definition of organizational commitment can be seen from various perspectives, as an attitude, defined 
organizational commitment as: (1) a strong desire to be a member of a group, (2) a high level of business for the 
organization, (3) certain beliefs and acceptance of the values and goals of the organization (Luthans, 
1992). Organizational commitment is defined as an enduring desire to maintain valuable relationships (Moorman, 
1991). Organizational commitment is defined as the level of psychological involvement of members in a particular 
organization  (Gruen, Summers, & Acito, 2000). This psychological involvement is reflected in  the level of 
activity of a person in an organization and for the benefits of the organization. 
There are 3 components in organizational commitment, namely affective commitment, continuance 
commitment and normative commitment (Allen & Meyer, 1990). Affective commitment is the level of 
psychological attachment to an organization based on how good it feels about the organization (Gruen et all., 
2000). This type of commitment arises and develops by encouraging comfort, security, and other benefits felt in 
an organization that is not obtained from another place or organization. The more comfortable and greater the 
benefits felt by members, the higher one's commitment to the organization he chooses. Continuance commitment 
is a psychological attachment to members of the organization because of the costs that must be borne if leaving 
the organization (Gruen et al., 2000). Organizational members will calculate the benefits and sacrifices of 
involvement in becoming a member of an organization. Members tend to have high commitment in membership 
if the sacrifice due to leave the organization is higher. Normative commitment is the psychological attachment of 
members to the organization because of the moral obligation to maintain relationships with the organization. This 
is related to something that encourages members to stay and contribute to the organization, both material and non 
material, namely the moral obligation of someone who will feel guilty and feel uncomfortable if they do not do 
something for the organization (Gruen et al., 2000). 
The willingness of employees to contribute to the achievement of organizational goals is significantly 
influenced by their commitment to the organization (Hackett, Bycio, & Hausdorf, 1994). The cause of affective 
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commitment is more related to work experience that can satisfy the psychological needs of individuals so they feel 
comfortable doing work. The causes for the development of ongoing commitment and normative commitment are 
more related to matters outside of the direct work experience. Commitments from coworkers, reliable workplace 
organizations and forms of participatory management are things that are identified as giving rise to normative 
commitments. While ongoing commitments develop as a result of various events which increases the costs that 
must be borne if leaving the organization. 
Seniority, career satisfaction, pensions, and support from colleagues are some of the considerations that have 
a strong connection with ongoing commitment. Based on an organizational perspective and investigation, it was 
conducted to determine the strength of the relationship between patients and health care providers (Peltier, Pointer, 
& Schibrowsky, 2006). The results showed job satisfaction and loyalty could be improved through internal 
marketing efforts through strong ties with doctors, nurses and services other organizations which ultimately has 
an impact on job satisfaction and organizational loyalty. Studies examining nurse satisfaction shows a relationship 
between job satisfaction, trust and organizational commitment (Laschinger & Finnegan, 2005). Organizational 
commitment negatively related to intention to leave the company (Loi et al., 2006). Furthermore, research related 
to organizational commitment is examined from an aspect that is rarely observed, namely religiosity.  Religiosity 
is a necessary driving force towards more meaningful work (Gotsis & Kortezi, 2008). Moreover, religiosity 
contributes to make it better in building organizational commitment, job satisfaction and productivity in 
organizations (Ghozali, 2002). Interest in religiosity at work has emerged over the last few decades (Bell & Taylor, 
2004;  Carrol, 2013; Louis Fry & Kriger, 2009; Fry & Nisiewicz, 2013; Hicks, 2003), who examined the 
relationship of religiosity into organizational functions and practices, research that examined the relationship of 
religiosity in the management process was carried out (Dean, Forniciari, & Safranski, 2008) and into leadership 
practices (Chen & Yang, 2012; Chen, Yang, & Li, 2012). Based on these thoughts, the hypothesis is structured as 
follows: 
H10: Religiosity influences organizational commitment mediated by organizational justice and 
job satisfaction. 
H11: Internal marketing influences organizational commitment mediated by organizational 
justice and job satisfaction. 
The theoretical framework of this study is as follow: 
   
Figure 1.  Theoretical Framework  
 
3. Population and Sample 
The population frame in this research were all Lecturers in the Faculty of Economics and Business in Private 
University (PTS) in Indonesia, considering that only study programs at the Faculty of Economics and Business 
because same study program tends to have similar characteristics compared to among study programs. The 
sampling method used purposive sampling to choose respondents based on certain criteria that have the 
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characteristics of the population. Certain criteria determined are PTS lecturers with institutional accreditation and 
at least B study programs with the consideration that PTS with accreditation of institution B and accreditation of 
Economics and Business Study Program B is more numerous and the process of forming organizational 
commitment has been better. The lecturers who became the research sample were lecturers who had National 
Lecturer Identification Number (NIDN), meaning lecturers who were truly registered as national lecturers. There 
200 samples used in this research which provides a general reference in determining the sample size at least 5 
times the number of indicators used (Sekaran, 2003), for the Maximum Likelihood Estimation Technique requires 
samples ranging from 100-200 samples. Guidelines for measuring samples according to Hair et al., (2006) can be 
determined based on the estimated number of indicators, the guideline is 5-10 times the number of estimated 
parameters. The number of research samples using Structural Equation Model (SEM) analysis requires at least five 
times the number of indicators used in the study ranging from 150 to 400 data (Hair, Black, Babin, Anderson, & 
Tatham, 2006; Sekaran, 2003). Thus the sample size of 200 lecturers in this reserach had fulfilled the range 
determined (Hair et al., 2006; Sekaran, 2003). 
 
4. Result and Discussion 
4.1. Questionnaire Response 
The data in this research were collected by sending questionnaires using Google form both through the Whats App 
group and a private network to the lecturers of the Faculty of Economics of Higher Education (PTS) accredited 
under the coordination of Higher Education Service Institutions (L2Dikti) throughout Indonesia. To ensure data 
collection procedures can be accounted for and the respondent's answer to the questionnaire statement was 
accordance with research criteria, the respondent's e-mail address was included in the questionnaire to make it 
easier for researchers to confirm. Descriptions of respondents' assessments of the constructs tested were good and 
very good with the mean value of 4 and 5. These values were above the standard deviation. 
 
4.2. Measurement Model 
Measurement model aims to get a construct or latent variable that fit so that it can be used for the next stage of 
analysis. Before conducting a structural analysis, the validity and reliability of the construct indicators were tested. 
The validity of the research data was determined by an accurate measurement process. A measuring instrument 
was said to be valid if the instrument measures what should be measured or in other words the instrument can 
measure the construct as expected by the researcher (Indriantoro & Supomo, 1999). There are two elements that 
cannot be separated from the principle of validity, namely the element of accuracy and precision. Accuracy is how 
far the measuring tool can accurately reveal the symptoms to be measured, while precision is how far the measuring 
tool can show the actual status and symptoms or the part being measured. In this research, to measure the level of 
validity, it was carried out using Confirmatory Factor Analysis (CFA). Factor analysis is used to test whether the 
statement items or indicators used can confirm a factor or construct or variable under study (Ghozali, 
2013). According to Latan in Haryono (2016) Confirmatory Factor Analysis (CFA) is used to test the 
dimensionality of a construct or latent variable. CFA is a technique used in SEM to determine whether indicator 
variables really measure the latent variables under study. Based on the regression results from the indicator 
variables to the latent variables all indicators are declared valid with a significance value of 0.001 less than 
0.05. Validity can also be seen from the value of convergent validity or the loading factor value of each 
indicator. This research used the convergent validity criterion of 0.50, based on the results of the standardized 
estimates. All indicators in the research had a loading factor> 0.50 meaning that the valid indicator measures the 
construct of the study. The convergent validity value > 0.50 is still acceptable (Ghozali, 2013). 
Reliability is a measure of internal consistency of indicators of a construct that shows the degree of ability of 
each indicator to indicate a construct or simply can be said as the level of consistency and stability of a measuring 
instrument (Ferdinand, 2002). High reliability results provided confidence that the indicator was consistent with 
the measurement. The level of reliability was generally accepted ≥ 0.70 while the reliability ≤ 0.70 can be accepted 
with the terms of the validity of the indicators in a valid model (Ghozali, 2013). There were 2 reliability tests 
namely Construct Reliability and Variance Extracted. Variance Extracted showed the amount of variance of the 
indicator extracted by the formed variable developed. The high variance extracted value indicated that the 
indicators were well represented, the recommended value for the variance extracted value was ≥ 0.50, thus it can 
be concluded that the variance of the extracted indicators was well represented. 
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Source: Processed Primary Data (2019) 
Figure 2. Structural Early Stage Model   
After analyzing the measurement model, the next step in SEM modeling was the analysis of structural 
equations. To get a complete structural equation that matches (fit), it must go through the process of testing the 
goodness of fit. Following are the steps taken to develop structural equations, namely assessment of goodness of 
fit, modification of models and testing of hypotheses.  
Research model equation: 
Y 1 = X 1 + X 2 .......................................... ..... (1) 
Y 2 = X 1 + X 2 + Y 1 ....................................... (2) 
Y 3 = X 1 + X 2 + Y 1 + Y 2 ...............................(3) 
Table 1. Early Stage Goodness of Fit Test Results 
Goodness of Fit Cut off value Results Decision 
Chi Square Probability ≥ 0.05 0,000 Bad Fit 
CMIN / DF ≤ 2.00 1,592 Good fit 
GFI ≥ 0.90 .806 Bad Fit 
CFI ≥ 0.90 0.912 Good fit 
TLI ≥ 0.90 0.905 Good fit 
RMSEA ≤ 0.08 0.055 Good fit 
Source: Primary Processed Data (2019) 
The probability value of the structural model at the initial stage was still less than 0.05, the model cannot be 
said to be good and cannot be used to test the hypothesis. Therefore, the next process was the modification 
model. Modification of the model was done by connecting with the covariance lines between variables in the 
model as recommended by AMOS in the Modification Indices output. This refers to the theory which stated that 
the correlation between error variables (unique factor covariance) will always appear when several statements are 
made at one time ie errors in one item statement will have a positive effect on the errors of other items (Rozeboom, 
1966). The addition of connections between variables by taking into account the value of modification indices is 
carried out until the model is declared fit. Based on the results of the covariance relationship test, the value of 
Modification Indices (MI) ≥ 3.84, which indicated a significant decrease in chi-square. Testing the goodness of fit 
of the research model with covariance variables produced Chi Square (χ2) of 292,205 with a probability of 0.104 
≥ 0.05.  
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Source: Processed Primary Data (2019) 
Figure 3. Full Structural Modified Model 
The regression equation based on the model is as follows : 
Y1 = 0.028 X1 + 0.226 X2 + ɛ1 
Y2 = 0.096 X1 - 0.051 X2 + 0.867 Y1 + ɛ2 
Y3 = 0.035 X1 + 0.073 X2 - 0.268 Y1 + 1.012 Y2 + ɛ3 
Table 2. Test Results for Goodness of Fit Model Modification 
Goodness of Fit Cut off value Results Decision 
Chi Square Probability ≥ 0.05 .104 Good fit 
CMIN / DF ≤ 2.00 1.111 Good fit 
GFI ≥ 0.90 .902 Good fit 
CFI ≥ 0.90 0.988 Good fit 
TLI ≥ 0.90 .986 Good fit 
RMSEA ≤ 0.08 0.024 Good fit 
Source: Processed Primary Data (2019) 
 
4.3. Hypothesis Testing 
Hypothesis testing was done to answer the problems raised in this research. Hypothesis testing is done by testing 
the null hypothesis (H0), where H0 will be accepted if the p value> 0.05 or vice versa, the null hypothesis (H0) will 
be rejected. The alternative hypothesis (Ha) is accepted if the value of p <0.05. For more details, the results of 
regression weights and the achievements of p values can be seen in the following Table 3: 
Table 3. Hypothesis Testing 
Significant 
Influence 
Direct Effect Path coefficient Indirect Effect Path Coefficient 
Conclusion 
Standardized P-value Significant Mediating Variable 
Standard
ized 
Significant 
X1  Y1 0.028 .772 
Not 
Significant 
      Not proven 
X1  Y2 0.096 0.170 
Not 
Significant 
      Not proven 
X1  Y3 0.035 0.653 
Not 
Significant 
      Not proven 
X2  Y1 .226 0.008 Significant       Proven 
X2  Y2 -0,051 .393 
Not 
Significant 
      Not proven 
X2  Y3 0.073 .279 
Not 
Significant 
      Not proven 
Y1  Y3 -0,268 0.142 
Not 
Significant 
      Not proven 
Y1  Y2 0.867 .001 Significant       Proven 
Y2  Y3 1,012 .001 Significant       Proven 
        
X1  Y1  
Y2  Y3 
.115 Not Significant Not Proven 
        
X2  Y1  
Y2  Y3 
0.085 Significant Proven 
Source: Processed Data (2019) 
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4.3.1.Hypotheses Related to Organizational Justice 
First, internal marketing influences organizational justice. The results of this research proved that in accordance 
with previous assumptions, internal marketing affects organizational justice. This result is in line with previous 
research (Aykan & Sönmez, 2014) on 157 service company employees at the Kayseri shopping center, Turkey. The 
results of his research showed that first, the internal marketing is carried out by service companies on employees 
that has an influence on organizational justice. Second, internal marketing has a positive and significant effect on 
employee performance. The research recommends that businesses implement internal marketing practices that 
allow employees to feel the values of organizational justice in business. Perception of organizational justice is 
important for both individuals and society. Perceptions of organizational justice influence opinions, feelings, and 
behavior toward organizations (Hawkins & Parks, 1998) and this applies universally including to lecturers of 
Private Universities in Indonesia.  Organizations must pay attention to the practice of organizational justice 
including all functions regarding employees which must be carried out on an equal basis. Higher perceptions of 
fairness regarding promotion, performance appraisal, wage practices give rise to higher organizational 
commitment. Perceptions of injustice felt by employees bring undesired results of the organization and even lead 
to job dissatisfaction, decreased performance, lack of trust in the organization (Yiğitol & Balaban, 2018). 
Second, religiosity influences organizational justice. The results of this research were not able to prove that 
religiosity affected organizational justice. This result was in line with previous research that religiosity does not 
affect organizational justice. The findings of this research were in line with research ever conducted. Based on the 
research, there is a controversial condition in a person that is on one side religious but on the other hand he does 
things that are contrary to religion such as unfair behavior, cheating, religion only as symbols and so on (Allport 
& Ross, 1967). People make religion as a means to meet other needs outside of religion and have a great tendency 
to use their religiosity to achieve personal goals. Religion is not a guiding motive but religion is a means to an end 
to meet their needs and is only used as an instrument to achieve specific goals himself. 
4.3.2.Hypothesis related to Job Satisfaction 
First, organizational justice influences job satisfaction. The results of the research proved as previously thought 
that organizational justice influences job satisfaction. This finding is in line with research conducted by (Bingham, 
1997; Tyler & Lind, 1992). They stated that organizational justice results in individuals were being more satisfied, 
having a desire to accept resolution in procedures, and more likely to form a positive attitude towards the 
organization. The results of this research were also in line with the results of the reseaerch which examined 
organizational justice in building job satisfaction (Al-Zu’bi & Box, 2010). There is a positive relationship between 
organizational justice and job satisfaction. Organizational justice describes individual perceptions about the fair 
treatment received from the organization and the behavioral reactions of employees to organizational 
justice. Likewise, a study Moorman (1991) examined the organizational justice model (distributive, procedural 
and interactional justice) found that all three dimensions of organizational justice affect job satisfaction. The 
findings of this study are also in line with the results of research on banking business in Iran that the three 
dimensions of organizational justice such as distributive, procedural and interactional are strong predictors of job 
satisfaction (Abasi et al., 2014). In the context of this research, fair behavior received by lecturers in terms of 
distributive justice (salary, reward, opportunities for self-development, promotion) significantly influenced 
lecturers' job satisfaction, as well as procedural justice, including transparency in work assessment and 
interactional justice including respect for superiors, good treatment, respecting the rights of lecturers significantly 
influences job satisfaction. Lecturers who get job satisfaction will be more committed to their campus. This finding 
was also in line with research that stated  individuals who are treated fairly by the organization will develop and 
maintain a communal relationship with the organization (Kim et al., 2009). When individuals feel that they are 
treated fairly by their organization, they have more commitment, trust, satisfaction, and mutual control. 
Second, religiosity does not affect job satisfaction. The findings of this research did not prove that religiosity 
affects job satisfaction. This finding was not in line with some of the results of previous studies that show that 
religiosity affects job satisfaction as research showed that there is acceptance of the expression of religiosity in the 
workplace and has a significant influence on job satisfaction on alumni of Christian Universities in America (King 
& Williamson, 2005). Likewise, the research that examined employees in small and medium-sized embroidery 
business industries in Tasikmalaya, West Java, showed that the influence of Islamic religiosity on job satisfaction 
of employees (Amaliah, Aspiranti, & Purnamasari, 2015). The research which examined BPKP auditors about the 
influence of religiosity and spirituality in preventing fraud, showed that religiosity affects individual behavior in 
the form of job satisfaction through attitude. Internalization of religiosity values affect ethical behavior and 
individual values, attitudes and job satisfaction. Thus attitude variables are intermediate variables that can 
encourage job satisfaction. The findings of these research were not in line with the results of this research. However, 
the findings of religiosity research on job satisfaction do not directly affect logical. Job satisfaction has nothing to 
do with one's belief in religion because the individual's inner nature is related to God whereas job satisfaction has 
more to do with humans in organizations (Purnamasari & Amaliah, 2015). There was no basis that stated humans 
must gain satisfaction when working instead of human must try his best in working.  
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Third, internal marketing has no effect on job satisfaction. This finding was not in line with some of the results 
of previous research which generally showed that internal marketing has an effect on job satisfaction as explained 
by Huang and Rundle-Thiele (2014). According to them, the context of organizations examining cultural 
congruence is the moderating variable between internal marketing and job satisfaction with tourism companies 
(tourism). In a research involving 458 tourism business employees in Australia, it empirically proved that the better 
internal marketing in organizations will increase job satisfaction, job satisfaction will ultimately improve 
organizational performance (Huang & Rundle-Thiele, 2014). Likewise, study examined the effects of internal 
marketing programs on the perception of frontline employees in Bangladesh insurance companies. In this research, 
it was found that the internal marketing program was rated positively by frontline employees (FLE) resulting in 
employees who were satisfied with their work, job satisfaction results in better employee performance (Ferdous & 
Polonsky, 2014). The research showed that organizational internal marketing can increase job satisfaction and 
organizational commitment (Rafiq & Ahmed, 2000; Collins & Payne, 1991; Tansuhaj et al., 1988). The results of 
this research were partially supported with research who examined the effects of internal marketing on job 
satisfaction. Using a sample of 401 frontline employees in various Saudi Arabian restaurant industries, it was found 
that internal marketing in the form of leadership commitment, internal communication and reward systems affected 
job satisfaction, while internal marketing in the form of training and development had no effect on frontline 
employee job satisfaction (Sohail, 2018). In line with Sohail's research, the results of this research did not prove 
that internal marketing has a direct effect on job satisfaction. 
4.3.3.Hypothesis Related to Organizational Commitment 
First, job satisfaction influences organizational commitment. This finding is in line with the results of research on 
satisfied teachers and principals that will influence student satisfaction and organizational commitment 
(Laschinger & Finnegan, 2005: Testa, 2001; Fraser & Brock, 2013). The research in Higher Education showed 
that lecturer satisfaction influences organizational commitment (Cohen et al., 2012). As one of the educational 
entities, Higher Education is unique in its social environment, work environment, quality of learning, managerial 
factors, academic atmosphere, relationships between lecturers, lecturers with employees, lecturers with students, 
structural relationships, satisfaction with these factors according to influences of organizational commitment. 
Second, organizational justice does not directly influence organizational commitment. This finding was not 
in line with some of the results of previous studies which generally showed that organizational justice influenced 
organizational commitment (Dude, 2012). Job satisfaction and organizational justice affect organizational 
commitment (Hawkins & Parks, 1998). The research showed that increased organizational justice would increase 
organizational commitment for BNI Margonda Bank employees, West Java (Nurmaladita & Warsindah, 
2015). Research on job satisfaction and organizational commitment showed that a fair income distribution affects 
job satisfaction, job satisfaction influences organizational commitment (Agho, Mueller, & Price, 1993). The 
findings of this study are in line with the results in a study of 213 teachers in Canada, the results showed no 
relationship between organizational justice and organizational commitment, the findings in this research do not 
prove that organizational justice directly influences organizational commitment (Barling & Phillips, 
1993). Referring to the research that organizational justice cannot directly influence organizational commitment 
but through job satisfaction, job satisfaction is a predictor of organizational commitment (Bakhshi et al., 
2009). Most of the literature supports procedural fairness in job satisfaction theory. In general, research showed 
that if organizational processes and procedures are considered fair, then individuals will be more satisfied, more 
willing to accept procedural resolutions and more likely to form positive attitudes about organizations (Bingham, 
1997); (Tyler & Lind, 1992).  
Third, religiosity does not affect organizational commitment. This finding was not in line with some of the 
results of previous studies which generally showed that religiosity affects organizational commitment, study of 
1220 samples of PT. Phapros Indonesia, BRI employees of the Central Java Regional Office, PLN employees in 
Central Java and employees of the Central Java Patra Hotel Services show that religiosity influences organizational 
commitment (Ghozali, 2002). Likewise, research showed that religiosity makes work more meaningful and 
influences organizational commitment (Gotsis & Kortezi, 2008). The results of this research indicated that 
religiosity has no effect on organizational commitment. This result is in line with previous research showing that 
there is no relationship between religiosity with organizational commitment, especially on continuance 
commitment, continuous commitment is an assessment of the cost (sacrifice) felt by someone if there is no other 
alternative work  (Farrukh, Ying, & Ahmed, 2016). Research in Pakistani culture which is mostly Muslim, Islam 
teaches work is worship so it has nothing to do with organizational commitment (Farrukh et al., 2016). 
Fourth, internal marketing has no effect on organizational commitment. This finding was not in line with 
some of the results of previous studies which generally showed that internal marketing influences organizational 
commitment (Barnes et al., 2004). This showed that internal marketing influences organizational 
commitment. Likewise, a research stated that internal marketing is the best approach to achieve organizational 
commitment. Internal marketing can increase job satisfaction and organizational commitment (Hogg, Carter, & 
Dunne, 1998). The results of this research cannot prove that internal marketing has a direct effect on organizational 
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commitment. This can be explained based on previous research of internal marketing that influences organizational 
justice (Aykan & Sönmez, 2014). The results of this research indicated that internal marketing conducted by service 
companies on employees (Rafiq & Ahmed, 2000) has an influence on organizational justice.  Research found that 
organizational justice in the form of distributive, procedural and interactional justice significantly influences job 
satisfaction (Abasi et al., 2014) and job satisfaction of lecturers in research in Higher Education showed that 
lecturer satisfaction influences organizational commitment (Cohen et al., 2012). Based on these findings it is 
logical that internal marketing did not directly influence organizational commitment, but must go through 
organizational justice and job satisfaction.  
4.3.4.The Effect of Religiosity on Job Satisfaction, Organizational Justice and Commitment 
This research suspected that there was an influence of religiosity on job satisfaction, religiosity on organizational 
justice and religiosity on organizational commitment. However, the results of the research showed the opposite. 
There was no influence between religiosity on job satisfaction, organizational justice, and organizational 
commitment. The results of the research were logically not proven directly or indirectly because religiosity is 
examined for its effect on organizational life behavior while religiosity itself is one's belief in God that is 
internalized individually. From the perspective of religiosity, one's beliefs are seen from the normative side given. 
It means that the relationship between humans and God is good and it encourages to reach the highest level, but 
that is difficult to measure quantitatively. The degree of one's religiosity did not directly determine a person's 
behavior, whether if the religiosity is good then the behavior is also good or in other words the relationship with 
God can be very good but not necessarily the relationship with other human beings is also good. Based on these 
arguments, organizational commitment, organizational justice and job satisfaction as behavioral implementations 
were very likely not to have direct affect by religiosity. Understanding religiosity that did not affect organizational 
commitment, job satisfaction and organizational justice did not mean that no religion is okay. Religiosity is very 
important.  It is just how to implement religiosity into daily life behavior including work. If it is related to the 
lecturers 'tasks, then how can the lecturers' religiosity be implemented in a better tridharma because in reality, 
there were lecturers who do not have organizational commitment even though they are religious. 
In addition to the arguments above, the results of this research found a direct (indirect) and indirect (indirect) 
relationship between religiosity with organizational commitment and between internal marketing and 
organizational commitment mediated by organizational justice and job satisfaction. Furthermore, the relationship 
is explained as follows:              
a. Relationship between Religiosity (X1) and Organizational Commitment (Y3). 
Based on the research model, it can be analyzed that there was a direct or indirect relationship between 
religiosity (X1) and organizational commitment (Y3). The relationship between religiosity (X1) and 
organizational commitment (Y3) was directly based on the value of standardized direct effect that produced a 
coefficient of 0.035, while the indirect relationship was the value of standardized indirect effect between 
religiosity (X1) and organizational commitment (Y3) through organizational justice (Y1) and job satisfaction 
(Y2) that produces a coefficient of 0.115 but not significant. It can be concluded that religiosity (X1) did not 
affect organizational commitment (Y3) either directly or indirectly through mediating variables of 
organizational justice (Y1) ) and job satisfaction (Y2). 
b. The relationship between internal marketing (X2) and organizational commitment (Y3). 
Based on the research model, it can be analyzed that there was a direct or indirect relationship between internal 
marketing (X2) and organizational commitment (Y3). The relationship between internal marketing (X2) and 
organizational commitment (Y3) was directly based on the value of standardized direct effect that produced a 
coefficient of 0.073, while the indirect relationship was the value of standardized indirect effect between 
internal marketing (X2) and organizational commitment ( Y3) through organizational justice (Y1) and job 
satisfaction (Y2) of 0.085 and significant. Thus, it can be concluded that internal marketing (X1) and 
organizational commitment (Y3) were interconnected, both directly and indirectly through organizational 
justice (Y1) and job satisfaction (Y2). It can be said that internal marketing was the only exogenous construct 
that was capable of influencing organizational commitment. Why internal marketing does not directly 
affect organizational commitment but must go through organizational justice and job satisfaction first? This 
can be explained that internal marketing in principle was how to view employees as internal customers who 
need to be informed, trained, developed and motivated to be satisfied and can serve external customers 
effectively. Employees as individuals in the organization had needs and would consistently behave to 
maximize satisfaction, namely satisfaction at work. Satisfaction is a person's feelings of liking or disliking 
one's work. Therefore, satisfaction is related to one's feelings, likewise organizational justice is one's feeling 
whether he or she was treated fairly or not by the organization. Organizations that internal marketing practices 
well and behave fairly toward their employees will further increase employee satisfaction. This satisfaction 
will ultimately increase their commitment to the organization 
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5. Conclusion 
This research examined the internal marketing study of organizational commitment of lecturers of Private 
Universities in Indonesia. Conclusions was drawn from respondents' assessments of constructs which were tested 
well and very well. The results of the normality test showed that the research data was normally distributed as 
indicated by the criterion value of the critical ratio (cr) in the range of ± 2.58. The multicollinearity test results 
showed the determinant value of the covariance matrix was 0,000. Even though the values close to zero were still 
acceptable, the number of samples were > 100. It can be said that  mutinolinierity did not occur. Measurement 
Model Test Results based on the results of the CFA (Confirmatory Factor Analysis) test can be shown that all 
indicators can confirm the latent variables studied with a significance value of 0.001 which was less than 
0.05. Besides this, the indicator can be declared valid as seen from the convergent validity or loading factor criteria 
of 0.50. Based on the results of the standardized loading estimate, all indicators in the research had a loading factor > 
0.50, which means a valid indicator measured the construct being tested. 
The reliability test results can be shown from the construct reliability. There were four constructs that had a 
reliability value ≥ 0.70. Only one construct had a reliability value of 0.644 ≤ 0.70. The value can still be said to be 
reliable because of its good validity. Thus, it can show construct validity to these five constructs which was 
reliable. Model Structural Test Results, Goodness of Fit assessment of the model,  at an early stage can be shown 
that there were four criteria that were already fit and two criteria that were not fit yet. This was indicated by the 
value of Chi Square (χ2) of 875,600 with a probability value of 0.000 <0.005. The probability value <0.005 of the 
model cannot be said to be good because it showed that the empirical data was not in accordance with the theory 
or the model and cannot be used to test the hypothesis. 
Since based on the results of initial testing a good model had not been obtained, structural model modification 
tsting was done. Modification of the model was done by looking at the value of the modification indices on each 
relationship between variables. Modification index ≥ 3.84 gave an idea of the decreasing value of Chi Square 
(χ2). Based on the covariate relationship test, the value of modification indices was 3.84 and the decrease in chi 
square value became 292,205 with the probability of 0.104 ≥ 0.05. Goodness of Fit test resulted after modification 
of the model that showed all the criteria in this research were fit. According to Ghozali (2013), Goodness of Fit 
can be assessed based on five criteria and was not required to meet all criteria. The results of testing the research 
hypothesis could be concluded that four hypotheses were proven while the rest were not proven. 
The most influential and significant variable on organizational commitment was job satisfaction with a 
coefficient value of 1,012. In other words, increasing job satisfaction will increase organizational 
commitment. Furthermore, organizational justice variables had positive and significant effect on job satisfaction 
with coefficient value of 0.867. It can be said, increasing organizational justice will further increase job 
satisfaction. Likewise, internal marketing on organizational justice had positive and significant effect with 
coefficient value of 0.226. It means that the higher the internal marketing, the higher the  organizational justice. 
 
6. Research Contributions 
6.1.Theoretical Contributions 
a. This research consisted of 5 constructs including 2 exogenous (independent) variables, namely religiosity and 
internal marketing and 3 endogenous (dependent) variables, namely organizational justice, job satisfaction and 
organizational commitment. After several stages of testing the model including modification, it showed that 
the research model had good goodness of fit. Therefore, this research model can be used for future research. 
b. This research showed the following results: Religiosity does not affect organizational justice. The results of 
this research were in line with research who found that there was a controversial condition in a person that 
separated religious values with behavior including fair behavior in organizations. There people were very likely 
to be religious but not fair in behavior (Allport & Ross, 1967). This finding strengthens the research conducted 
by Allport and Ross (1967). 
c. Religiosity did not affect job satisfaction. The results of this research were in line with research that stated 
religiosity did not have direct influence on job satisfaction of BPKP auditor but through attitudes and behaviors 
(Purnamasari & Amaliah, 2015). Therefore, attitude and behavior as mediating variables are needed. 
d. Religiosity did not directly influence organizational commitment. The results of this research indicated that 
religiosity did not have significant and direct effect on organizational commitment. The findings of this 
research reinforced the research in Pakistani culture that was mostly Muslim. The values of religiosity are 
inherent in their work culture whereas work as religious obligation instead of work as organizational 
commitment (Farrukh et al., 2016). 
e. Internal marketing influenced organizational justice. The results of this research indicated that in order to form 
organizational justice, Higher Education institutions need to practice good internal marketing (Aykan & 
Sönmez, 2014). The findings of this research were in line with the findings practices of internal marketing 
conducted by service companies in Turkey shopping center. The results of his research showed that first, 
internal marketing conducted by service companies on employees had an influence on organizational 
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justice. Second, internal marketing had significant effect on employee performance. The research 
recommended that businesses implement internal marketing practices that allow employees to feel the values 
of organizational justice in business. Thus, the findings of this research reinforced previous findings. 
f. Internal marketing did not have direct effect on job satisfaction. The results of this research indicated that 
internal marketing did not have significant enough and direct influence on job satisfaction. These findings did 
not support the findings of previous studies which showed that internal marketing can increase job satisfaction 
(Collins & Payne, 1991). The results of this research indicated that internal marketing did not have significant 
enough and direct influence on job satisfaction but required additional intermediate variables, namely 
organizational justice. These findings indicated that the practice of internal marketing would affect satisfaction 
after lecturers were treated fairly first. 
g. Internal marketing did not have direct effect on organizational commitment. The results of this research  
indicated that internal marketing did not have significant and direct effect on organizational 
commitment. These findings did not support the findings of previous studies (Barnes et al., 2004; Hogg et al., 
1998). However, when tested the relationship between internal marketing and organizational commitment 
through mediating variables, job satisfaction and organizational justice, the results of the study showed that job 
satisfaction and organizational justice were mediating variable between internal marketing and 
organizational commitment. This finding was in line with the research that stated internal marketing influences 
organizational commitment through job satisfaction (Rafiq & Ahmed, 2000). The lecturers who got 
organizational justice would encourage the emergence of job satisfaction while job satisfaction encouraged 
organizational commitment. The lecturers perceived that internal marketing which was practiced by the 
institution really aimed to build organizational justice for distributive, procedural and interactional. The 
perceived justice of the lecturers influenced job satisfaction which ultimately influenced organizational 
commitment. 
h. Organizational justice influenced job satisfaction. The results of this research indicated that lecturers' 
perceptions of fairness in organizations affected their job satisfaction in tertiary institutions. These findings 
were in line with the research that stated perceptions of fairness will affect job satisfaction (Al-Zu’bi, 2010). 
The findings of this research reinforced the previous findings (Moorman, 1991; Fernandes & Awamleh, 2006). 
i. Organizational justice did not have direct effect on organizational commitment. The results of this research 
indicated that organizational justice did not have significant enough and direct influence on organizational 
commitment but required additional mediating variables, namely job satisfaction. This finding reinforced 
previous findings (Barling & Phillips,1993). 
j. Job satisfaction had positive effect on organizational commitment. The results of this research indicated that 
in order to build organizational commitment, lecturers needed to get job satisfaction first. This finding was in 
line with previous research in Higher Education which showeds job satisfaction influences organizational 
commitment (Cohen et al., 2012). 
 
6.2.Practical Contributions 
a. For organizational marketing practitioners, the findings in this research indicated that organizational 
commitment was influenced by various factors, namely organizational justice, religiosity, internal marketing 
practices and job satisfaction. This research also provided directions that supported marketing strategies in 
building organizational commitment. Thus, it can further satisfy external customers. It is important for 
organizational marketers to understand all aspects related to internal customer views of all constructs contained 
in this research model because the model built in this reseach was proven to have goodness of fit and can be 
replicated in a broader organizational context. Understanding the views of internal customers of the construct 
contained in the research model can increase organizational commitment. Therefore, it is expected to improve 
the performance of internal customers in this case Higher Education lecturers. 
b. Based on the results of the research, it showed that in the field of services especially universities, internal 
marketing practices, organizational justice and job satisfaction were the main variables that drive the 
emergence of organizational commitment. The lecturers considered that internal marketing (training and 
development, internal communication, motivation) was a variable that needed to be considered in the 
management of Higher Education, because it directly affected the perception of organizational 
justice. Perception of justice had a direct effect on job satisfaction and job satisfaction had an effect on 
organizational commitment. Higher Education needed to design training programs and development that were 
clearly planned to improve the competence of lecturers. Internal communication was also needed to be built 
through various communication channels because internal communication was the main key to understanding 
members in the organization and fostering a sense of belonging. Likewise motivation, Higher Education must 
create an atmosphere and confidence in members that the college in which they work is the best Higher 
Education that can prosper the intrinsic and extrinsic needs of members of the organization. 
c. The values of religiosity in this research did not directly affect job satisfaction, organizational justice and 
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organizational commitment. This can be seen from several perspectives. The first perspective stated that a 
person had a controversial situation, one side is religious but religiosity did not affect the attitudes and behavior 
at work, for example practicing fair behavior at work as taught in religion, as well as related to commitment, 
religious people should have a good commitment as taught in religion, but the facts were often different, and 
so on (Allport & Ross, 1967). The second perspective as found in the study  was  people work as ibadah 
(worship). The values of religiosity were inherent in working as part of worship. Thus, they did not care 
whether superiors will treat them fairly or not, satisfying or not is not an important issue (Farrukh et al., 
2016). The third perspective for tertiary institutions in viewing this aspect of religiosity has practical 
implications for lecturers because work is part of religious practice. Thus, the consequences in working must 
be optimal in accordance with the tasks listed in the Tridharma of Higher Education. Likewise for the managers 
of tertiary institutions, the implementation of religious values needs to be realized in a more equitable, 
prosperous management in accordance with their duties and responsibilities. 
  
7. Limitations of Research and Future Research 
a. When hypothesis was tested on religiosity, the religiosity variable was proven not to to have direct or indirect 
effect on organizational commitment. This was because religiosity is one’s belief which was  hidden including 
the individual's relationship with his Lord. Was it relevant enough to use these hidden beliefs as variables in 
research when it is associated with quantitative research? It should be considered in subsequent religiosity 
studies to look at aspects that were more easily measured, for example religious knowledge, religious attitudes, 
religious behavior, and so on. 
b. The religiosity variable in this research did not touch the aspects of behavior as a consequence of one's 
religiosity. For example, if someone was good in religiosity, behavior would also be good that reflected his 
religiosity. Future research can be developed by looking at good behavior as material for the research of one's 
religiosity. 
c. This research did not use control variables, for example demographic variables of age, gender, income, and 
education. Research with undergraduate students of  business majors in the United States showed  the influence 
of control variables from gender. Women were more ethical than men. Religious respondents were more 
religious then those who were not (Albaum & Peterson, 2006). A research was done on staff and manager 
where income in the organization was not the main source because this is a low commitment. Young managers 
were less committed than elder managers and female employees had higher commitments than male employees 
(Glisson & Durick, 1988). According to the research on organizational behavioral, these demographic factors 
had influence on the assessment. Thus, the demographic bias in this research could not be prevented.      
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